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This research aims to generate the correlation between several barrier factors: product design barrier, 
knowledge barrier, cost barrier, and supply source barrier towards Gen-Y customer purchase intention 
of sustainable fashion in Indonesia. This research is using the theory that stated barrier factors are 
directly influencing customer purchase intention. A total of 226 respondents all across Indonesia are 
selected through the non-probability purposive sampling technique. This study's instrument uses 
questionnaires that have been adjusted in terms of language and evaluated by using validity and 
reliability testing. The data output from data collection is analyzed with the multiple linear regression 
techniques. The findings indicate a significant influence between product design barriers, knowledge 
barriers, cost barriers, and supply source barriers simultaneously towards purchase intention of 
sustainable fashion among Indonesian Gen-Y. When assessed partially, product design barriers 
negatively influence purchase intention, and the result is significant. It means that the product design 
barrier is not a barrier that hinders the purchase intention of sustainable fashion. The knowledge barrier 
and cost barrier also negatively influence purchase intention of sustainable fashion, but the result is not 
significant. The supply source barrier has a positive influence on the purchase intention of sustainable 
fashion. It means there is an actual barrier that hinders the purchase intention of sustainable fashion. 
This study suggested that business owners make sustainable fashion more accessible on every platform, 
offline and online, to decrease the supply source barrier. 
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Introduction   
 
In recent years, the fashion industry is overwhelmed by fast fashion products and emerging and 
expanding brands. Fast fashion becomes a problem because of the ever-changing trends and fashion 
tastes of customers. The company uses unsustainable methods to cope with trends and demand (Kim et 
al., 2018; Mcneill & Moore, 2015). Because of this, the fashion product life cycle has become faster 
and faster; this also leads to high consumption of fashion products and leads to high fashion waste 
disposal to the environment (Mcneill & Moore, 2015; Niinimäki et al., 2020; Wagner & Heinzel, 
2020). The harmful environmental impact caused by the fashion industry pushing fashion industry 
itself to improve its sustainability in business to create an alternative model for fast fashion (Kong et 
al., 2016; Niinimäki et al., 2020) 
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Sustainable and ethical fashion valued at $6,345.3 million in 2019 with a compound annual growth rate 
(CAGR) of 8.7% since 2015; in 2023, the market of sustainable and ethical fashion is expected to 
increase to $8,246.1 million with a compound annual growth rate (CAGR) of 6.8% (L. wood, 2021). 
Compared to sustainable and ethical fashion, fast fashion valued at $35.8 billion in 2019 and decline in 
2020 with $31.4 billion in 2020 at a compound annual growth rate (CAGR) of -12.32% due to covid-
19, the industry is expected to increase in 2023 with $38.21 billion at CAGR of 6.7% (L. wood, 2020). 
 
The Researcher wants to know why sustainable fashion is so far apart compared to the fast fashion 
industry. The Researcher also found a problem in sustainable fashion business when talking to business 
owners and members. One of them is the Farven company. The product of sustainable fashion is hard 
to sell although offered to many potential customers. 90% of customers said that the cost is too high, 
and some did not like the model. In the end, potential consumers are still hesitant to buy the product 
when offered sustainable or eco-friendly clothing. Consumers have been reluctant to change their 
consumption choices to adopt sustainable products (Mcneill & Moore, 2015). This consumer behavior 
means that there is a barrier that blocks consumers from buying sustainable fashion products. 
 
In this study, product design barriers, knowledge barriers, cost barriers, supply source barriers, and 
purchase intention will be used as variables to generate more information regarding the correlation 
between barrier factors and Gen-Y purchase intention of sustainable fashion in Indonesia. The 
Researcher focuses on Gen-Y with an age range of 19-39 years old because people tend to know 
information better in social media and other media. at that age 
 
 
Literature Review  
 
Purchase Intention  
 
Purchase intention can be defined as the probability that the customer will buy a product or service.  
Sustainable fashion customer purchase intention begins with awareness of social problems and 
awareness of new fashion (Gam, 2011). Customers see that fashion brands' social sustainability can 
make a positive brand relationship between a sustainable fashion brand and the customer itself (Park & 
Kim, 2016). A positive Brand relationship can lead to a good brand image, and a good brand image can 
increase purchase intention (Chang & Jai, 2015; Park & Kim, 2016). 
 
Product Design Barrier 
 
A product design barrier can be defined as something that was blocking customers in terms of product 
design. Sustainable fashion product design barrier can be seen as sustainable fashion would not look 
good, perception of the fashion is harsh on the fabric, and the fabric seems fragile and wouldn't last 
long (Connell, 2010; Mcneill & Moore, 2015). Other than that, it is a common perception that 
customers see sustainable fashion as unattractive, have poor quality, unsuitable color, and don't fit their 
fashion style (Myers, 2014; Ozdamar Ertekin & Atik, 2015). All of this bad perception because there 
are negative stigma and stereotypes among customers and designers about sustainable clothing (Harris 
et al., 2016). This stigma is often to mention that the design of sustainable fashion is a counter-culture, 
subculture, and not for the majority of people that are conscious about their style of fashion (Connell, 
2010). The stigma is mainly associated with the hippy movement, leading to an outdated image; this is 
a significant barrier when adopting sustainable fashion (Moon et al., 2015; Winge, 2008).  
 
Other than hippy, the stigma of sustainable fashion is exclusive in terms of design and targeting higher-
income consumers; this stigma will lead to sustainable fashion remain in a limited and small group of 
rich customers, not affordable for the masses (Ozdamar Ertekin & Atik, 2015; Winge, 2008). Because 
of product design that counters culture and does not fit mainstream customers, the purchase intention is 











A knowledge barrier can be defined as something that blocks customers in terms of knowledge. 
Consumers generally have little knowledge about the negative impact of fashion production and 
acquiring sustainable fashion (Connell, 2010; Moon et al., 2015). Other than the customer, people in 
the fashion industry find it hard to distinguish what sustainable fashion and production are (Moon et 
al., 2015). Misunderstanding in comprehending the environmental impact of fashion production is also 
a barrier because consumers believe the wrong idea about Sustainable fashion and basing their decision 
on misinformation (Connell, 2010). The information that fashion brands provide is implicit; fashion 
brands must provide explicit and transparent information (Harris et al., 2016; Mcneill & Moore, 2015). 
Consumers also did not know what material and resources sustainable fashion is made from; this is the 
sign that fashion producers and brands lack transparency (Connell, 2010; Harris et al., 2016). The 
consumer also did not know what environmentally preferable alternative fiber besides organic cotton 




A cost barrier can be defined as something that blocks customers in terms of cost or price. In the 
sustainable fashion context, the high price of sustainable fashion, especially eco-friendly clothing, is 
because of its environmentally safe material and lengthy process of making the clothing (Moon et al., 
2015). But not all customers agreed with this idea and were not willing to pay high prices for 
sustainable fashion (Connell, 2010; Moon et al., 2015; Myers, 2014). Customer perception is that 
sustainable and ethically produced fashion is too expensive compared to stylish and cheapest available 
fashion choice (Harris et al., 2016; Myers, 2014).  
 
Many consumers also stated that they want to buy sustainable fashion, but the price is too high because 
of financial constraints (Connell, 2010). But there are some biases in customers because if customers 
like a piece of cloth, they will find a way to purchase it regardless of the price (Mcneill & Moore, 
2015). In the end, higher prices in sustainable clothing will remain until there is a notable increase in 
terms of demands (Connell, 2010). 
 
Supply Source Barrier 
 
A supply source barrier can be defined as something that blocks customers in terms of supply source 
and accessibility. Sustainable fashion availability is not yet mainstream for the general customer 
(Myers, 2014). This phenomenon is caused by limited information and knowledge about Sustainable 
fashion and the environmental impact caused by fashion production among consumers and producers 
(Connell, 2010; Myers, 2014). This availability barrier is divided into two, first the availability of 
sustainable material and finding desired attributes on sustainable fashion (Connell, 2010).  
 
The source of sustainable material is hard to find because mainstream material produced uses 
pesticides and high intensive on water or does not have access to sustainable material (Connell, 2010). 
The availability caused by attributes is low because there are just one model and some colors; other 
than that, the product categories that have sustainable products in it are limited and do not have many 
sizes that fit the customer; in the end, there are limited options for customers to buy (Connell, 2010). 
Other than that consumer is hard to find a marketplace or fashion shop that provide sustainable fashion 





The Researcher examines and elaborating the variable that will be researched; the variable is the barrier 
of sustainable fashion and purchase intention for sustainable fashion customers. The barrier is product 
barrier, knowledge barrier, cost barrier, and supply source barrier. 
 
 











Below is the set of hypotheses that reflect the relationship about barriers towards purchase intention of 
sustainable fashion: 
 
H1: Product design barrier positively influence the Gen – Y purchase intention of sustainable fashion 
 
H2: Knowledge barrier positively influence the Gen – Y purchase intention of sustainable fashion 
 
H3: Cost barrier positively influence the Gen – Y purchase intention of sustainable fashion 
 





This research collected the data using a survey design method by providing a questionnaire to the 
designated respondents. The questionnaire is divided into six parts. The first is a sociodemographic-
related question, part two until part six is related to the barrier variable (product design barrier, 
knowledge barrier, cost barrier, supply source barrier) and purchase intention. A validity and reliability 
test of the construct was conducted. The table below is the result of validity testing. 
 
Table 1 : Validity Test Result 
 




DP1 0.05 0.776 0.129965072 valid 
DP2 0.05 0.817 0.129965072 valid 
DP3 0.05 0.82 0.129965072 valid 
DP4 0.05 0.728 0.129965072 valid 
DP5 0.05 0.781 0.129965072 valid 
DP6 0.05 0.694 0.129965072 valid 
Knowledge KW1 0.05 0.732 0.129965072 valid 





barrier KW2 0.05 0.711 0.129965072 valid 
KW3 0.05 0.786 0.129965072 valid 
KW4 0.05 0.777 0.129965072 valid 
KW5 0.05 0.751 0.129965072 valid 
KW6 0.05 0.625 0.129965072 valid 
KW7 0.05 0.294 0.129965072 valid 
Cost barrier CT1 0.05 0.748 0.129965072 valid 
CT2 0.05 0.837 0.129965072 valid 
CT3 0.05 0.857 0.129965072 valid 
Supply 
Source barrier 
SS1 0.05 0.699 0.129965072 valid 
SS2 0.05 0.654 0.129965072 valid 
SS3 0.05 0.798 0.129965072 valid 
SS4 0.05 0.725 0.129965072 valid 
SS5 0.05 0.656 0.129965072 valid 
Purchase 
Intention 
PI1 0.05 0.814 0.129965072 valid 
PI2 0.05 0.786 0.129965072 valid 
PI3 0.05 0.862 0.129965072 valid 
PI4 0.05 0.73 0.129965072 valid 
PI5 0.05 0.691 0.129965072 valid 
PI6 0.05 0.718 0.129965072 valid 
 
Table 1 is the result validity result. In table 1, all the items in each variable are concluded as valid 
because the calculated R of every item exceeds the table R for 226 respondents (0.129965072). There 
is no need for adjustment to the variables so the Researcher can progress to process the data. The 
highest validity for the item is item PI 3 with the question "I plan to purchase and wear sustainable/eco-
friendly fashion products in the future." The lowest validity is for item KW7 with the question "I think 
some of Fashion Brand hiding its bad impact and did not show their data as a part of non-
transparency," but all of the items are considered valid. 
 
Table 2 : Reliability Test Result 
 
Variable Cronbach Alpha (𝜶) Status 
Purchase Intention of Sustainable 
Fashion 
0.857 Reliable 
Product Design Barrier 0.859 Reliable 
Knowledge Barrier 0.8 Reliable 
Cost barrier 0.747 Reliable 
Supply Source Barrier 0.748 Reliable 
 
Table 2 is the result of a reliability test. In this table, the Researcher concluded that all the variables are 
reliable because the Cronbach alpha of all the variables exceeds 0.7 or 0.6 for exploratory research 
(Hair et al., 2014). It can be considered that all of the variables are consistent with the higher Cronbach 
alpha in this research is 0.859 for the design product variable and 0.747 for the cost barrier variable. 
 
 
Result and Discussion 
 
The Researcher has already done the classical assumption test. The result is the data fulfilled the 
required assessment for the classical assumption test. The data is normally distributed, with no 
multicollinearity between each variable, no autocorrelation, and no heteroscedasticity. After that, the 
Researcher uses multiple linear regression with five variables, product design barrier (PD), knowledge 
barrier (KB), cost barrier (CB), supply source barrier (SS), and purchase intention (PI). The result is 
product design barrier (PD), knowledge barrier (KB), and cost barrier (CB) have a negative correlation 
or influence towards Purchase intention (PI). Supply source barriers (SS) positively correlate to 
Purchase Intention (PI); it means that only supply source barriers indeed become a barrier that blocks 
customers from purchasing sustainable fashion products. 






Table 3 : Multiple Linear Regression Result 
 
Model Estimate Coefficient Std. error t-Value Sig 
(Intercept / Constant) 25.858 1.633 15.830 0.000 
Product Design Barrier (PD) -0.251 0.062 -4.060 0.000 
Knowledge Barrier (KB) -0.086 0.050 -1.719 0.087 
Cost Barrier (CB) -0.096 0.120 -0.795 0.427 
Supply Source barrier    (SS) 0.087 0.087 2.941 0.004 
 
From table 3, the equation can be concluded like this : 
 
PI = 25.858 - 0.251PD -0.086KB - 0.096CB + 0.254SS + ε 
 
The interpretation of this equation is that when all independent variables are zero, the constant or Gen-
Y Purchase Intention (PI) of sustainable fashion will have 25.858 in value. Every addition of one value 
of the product design Barrier (PD) will affect gen-Y Purchase Intention (PI) for negative 0.251 
assuming that all variables are constant. Every addition of one value of Knowledge Barrier (X2) will 
affect gen-Y Purchase Intention (PI) for negative 0.086, assuming that all variables are constant. Every 
addition of one value of Cost Barrier (X3) will affect gen-Y Purchase Intention (PI) for negative 0.096, 
assuming that all variables are constant. The last is every addition of one value of the Design product 
Barrier (X1) will affect gen-Y Purchase Intention (PI) for positive 0.254 with the assumption that all 
variables are constant. 
 
To know if the independent variable is significant partially towards the dependent variable, the sig 
value of the table must be lower than 0.05 or 5%. The result showed that the independent variable 
product design barrier (PD) and supply source barrier (SS) is significant because the value is less than 
0.05. for the knowledge and cost barrier, the significant value is higher than 0.05, so this independent 
variable is insignificant to the dependent variable. Instantaneously hypothesis for Knowledge barrier 
(KB) and Cost Barrier (CB) is not supported because it is insignificant, and variable product design 
barrier (PD) and supply source barrier (SS) can continue for hypothesis testing. 
 
Table 4: Partial Hypothesis Testing Result 
 
Hypothesis Structural Path Std. error t-Value Sig Status 
H1 
Product Design Barrier (PD) → Gen 
Y Purchase Intention of Sustainable 
Fashion 






Knowledge Barrier (KB) → Gen Y 
Purchase Intention of Sustainable 
Fashion 
0.050 -1.719 0.087 Rejected 
H3 
Cost Barrier (CB) → Gen Y Purchase 
Intention of Sustainable Fashion 
0.120 -0.795 0.427 Rejected 
H4 
Supply Source Barrier (SS) → Gen Y 
Purchase Intention of Sustainable 
Fashion 
0.087 2.941 0.004 Accepted 
 
Hypothesis 1 is supported in terms of sig value, but the sign of multiple regression is negative, so the 
product design barrier is not affecting purchase intention positively. The Researcher compares the 
description analysis and the result of multiple regression and finds out that the respondents disagree 
with the product design barrier. The reason is respondents think that not all sustainable fashion product 
designs do not look good, are harsh, not suitable for them, are unattractive, and did not last long. Some 
of the sustainable fashion is adjusting with market needs and wants also following trends. The 





conclusion is the product design barrier is not affecting the purchase intention of the customer 
positively. For Hypothesis 2, the variable is not significant enough to affect the purchase intention of 
sustainable fashion. However, the relationship between purchase intention of sustainable fashion and 
knowledge barrier is negative, which means the influence is still negative but not that significant. 
Knowledge barriers variables have no significant negative influence because two aspects of the 
knowledge barrierr negate each other. The first is knowledge about the impact of fast fashion and 
sustainable fashion on the environment. The second is about knowledge of product information. The 
respondents seem to know the effect of fast fashion and sustainable fashion on the environment, 
making the relationship between the barrier and purchase intention negative. For the second aspect, the 
respondent does not know about sustainable fashion information, so the relationship between barriers 
and purchase intention is positive. But when the Researcher calculated, the respondent is leaning 
towards barriers negatively influencing purchase intention of sustainable fashion, albeit not significant. 
For Hypothesis 3, the variable is not significant, and the relationship is negative between the 
independent and dependent variables. This result is possible because the respondent sees the cost as not 
that significant, but the utility and the model fit the respondent. For hypothesis 4, the variable is 
significant and positively influences supply source barrier and purchase intention of sustainable 
fashion. This result assures that there is a supply source barrier that affects the respondent's purchase 
intention. This result is because the lack of access, information, and supply of sustainable fashion lead 
the respondent to hardly notice and get information of sustainable fashion. In the end, the supply source 
barrier is created. 
 
To know the independent variable's significance towards the dependent variable, the Researcher must 
run an F test.  According to table 5, The F value is 7.683. To know if the independent variable is 
significant to the dependent variable. The counted F value must be higher than the F table, and the 
ANOVA sig value must be lower than 0.05 
 
Table 5 : F test Result 
 
Model Path F - Value Sig Status 
MLR 
Product Design Barrier (PD), 
Knowledge Barrier (KB), Cost 
Barrier (CB), and Supply Source 
Barrier (SS) → Gen Y Purchase 
Intention of Sustainable Fashion 
7.683 0.000 Accepted 
 
The F Table value for 226 respondents is  F_(0.05:(226-4-1))= 2.41. It means that the F Value : 7.683 
is higher than F table value : 2.41 ( F value > F table ; 7.683>2.41) and the sig value is lower than 0.05 
(0.00 < 0.05). two out of two requirements are passed, because of that the result can be concluded that : 
The model is significant enough, and all independent variables can simultaneously influence the 
customer purchase intention of sustainable fashion. 
 
According to hair (Hair et al., 2014), coefficient of determination measures the amount of the variance 
of the dependent variable about it mean that is explained by the independent variables. The coefficient 
can differ between 0 and 1. If the regression model is properly used and approximated, the Researcher 
can assume that the higher the value of R-squared, the greater the explanatory power of the regression 
equation. 
 
Table 6 : Coeffcient Of Determination Result 
 




MLR 3.705 0.122 0.106 
 
In table 6, The R-squared of the independent variable is 0.122, which means the barriers variable 
predicts around 12,2% of the variations in the customer purchase intention of sustainable fashion. This 





result indicates that there is a need for more barriers variable that must be explored to increase the R-





In this research, the Researcher synthesizes four barriers from the previous study. The barriers are the 
product design barrier (PD), knowledge barrier (KB), cost barrier (CB), and supply source barrier (SS). 
2 barriers did not become significant. They did not affect much of the business implication. The 
barriers are knowledge and cost barriers. The other two significant variables are the product design 
barrier and supply source barrier. Amongst the four variables, the relationship is all negative except the 
supply source barrier. It means the barrier that truly affects purchase intention is the supply source 
barrier. The product design barrier is also significant, but the effect is countering the supply source 
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